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Abstract 
Many methods exist for attempting to quantify passenger satisfaction.  Perceptions of 
satisfaction are typically considered qualitative in nature, which has led to the development of 
many different methods to represent most holistically the emotions in a quantitative manner.  
The objective of this analysis centers on attempting to reconcile the differences between the 
various passenger studies that have been conducted through a review of methodological 
approaches from such studies.  There was a special focus placed upon the differences in results 
between the response-based Airline Passenger Survey and the Airline Quality Rating, which is 
compiled using data gathered from airline statistics.  Finally, this research led to the 
identification of manners by which the reviewed studies and methods can be improved to 
produce more accurate and closely aligned results using an internal purpose-built survey and 
processing methodology. 
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Introduction 
Multiple studies exist that attempt to rank United States domestic airlines against one 
another.  These studies produce vastly different results, however, leading to conflict in consumer 
response to these projects.  Purdue University and Wichita State University’s Airline Quality 
Rating (“AQR”) ranks airlines based on publicly-available data collected by the Bureau of 
Transportation Statistics (Bowen & Headley, 2012).  This is in sharp contrast with another study 
also produced by Purdue University, the Airline Passenger Survey (“APS”), which uses personal 
survey responses and results collected using a proprietary survey format (Bowen, Bowen, & 
Headley, 2012).  The objective of the research presented in this article was to identify the 
differences in the results of these two studies by incorporating other survey results and also by 
distributing surveys gauging the accuracy of the collected responses or weightings of results 
from these two studies. 
The key difference observed between these two studies, overall, is that the APS focuses 
on survey responses targeted to frequent fliers, whereas the AQR collects data from the entirety 
of the flying public.  This discrepancy could cause a great deal of error to be inherently inserted 
into the APS study by ignoring what could potentially be a large demographic of passengers who 
fly infrequently.  Thus, this research explored and evaluated the hypothesis that the prime cause 
of the differences in results between the AQR and APS are linked to those infrequent flyers that 
are not targeted in the scope of the Airline Passenger Survey. 
In the context of this research, “passenger” refers to an individual travelling on domestic 
carriers within the United States.  “Airline,” unless clarified otherwise in the context of use, 
refers to a domestic U.S. airline within the scope of this study.  The term “frequent flyer” refers 
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to those passengers who fly more than once per year in order to align the results most closely 
with related studies (B. D. Bowen, personal communication, December 7, 2012). 
 
Literature Review 
Many sources utilize numerous methods for measuring airline passenger perceptions of 
satisfaction, something that is typically considered to be very subjective in nature.  Two studies 
produced by Purdue University, the Airline Quality Rating (Bowen & Headley, 2012) and the 
Airline Passenger Survey (Bowen, Bowen, & Headley, 2012) even produce results that differ.  
This is likely due to methodological differences in the gathering and processing of data 
applicable to these studies.  The Airline Quality Rating (AQR) focuses on gathering data from 
objective data sources such as the Federal Aviation Administration (FAA) and then processes 
such data through a weighted formula that was developed in 1991.  On the other hand, the 
Airline Passenger Survey (APS) gathers its data from a survey located on the AQR website since 
2009 with individuals volunteering to provide answers regarding their perceptions of the industry 
(Bowen, 2012).  The data provided are then tabulated and directly translated into statistical 
results. With two completely differentiated sources of data and two isolated tabulation 
techniques, it is no surprise that these studies produce different results to answer, albeit a 
question that is subjective in nature, which airline can be called the “best” on which passengers 
can travel. 
Current reviews of passenger satisfaction also indicate that the industry is changing in the 
eyes of passengers.  A decadal analysis of consumer satisfaction was performed by a 
Congressperson-initiated team comparing current AQR and APS results to the results of a similar 
analysis performed in 2001 (Bowen, Bowen, Headley & Sabin, 2012).  Researchers are also 
attempting to establish further credibility in developing an effective and holistic model of airline 
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consumer satisfaction by attempting to identify patterns that have emerged in consumer 
perceptions.  The same research points out a critical connection that is the foundation for the 
research and findings outlined herein – the connection between the subjective perceptions of the 
APS and the mathematical product of the AQR (Wildt & Kirschner, 2012).  Other unrelated 
studies question the merit and importance of the factors measured in the AQR and APS by 
discussing the difference in passengers’ perceptions of what should occur and what will occur 
during the passenger’s travel experience (Larachoe, Kalamas, Cheikhrouhou & Cézard, 2009).   
Analysis of the shortcomings in past and contemporary studies must consider the 
importance given to particular aspects of air travel and the impact of such aspects on consumer 
behavior.  Certain psychological and physiological aspects of air travel affect passengers and 
crewmembers differently (Bor, 2007).  Stress plays a large role in the passenger evaluation of 
satisfaction and quality, also bringing in to question which factors of travel are of prime 
importance (Bricker, 2005).  By reviewing these concepts, however, new methods of collecting 
and applying qualitative research data (such as attitudes and measures of satisfaction) must be 
applied (Kirschner, Lu, Bowen & Bowen, 2012). 
Airlines can harvest a clear benefit from the reconciliation – and thus the further 
empowerment – of these studies through increased customer loyalty and increased market share.  
Customer service quality plays directly into airline market share in specific cases, and this has 
been shown to be the empirical case since at least 2001 (Yoshinori, Tyworth & Novack, 2001).  
Further, more research into the intermingling of customer satisfaction, customer loyalty, and in-
flight service quality backs up the same point of customers being more likely to create streams of 
revenue if they are satisfied with their flight experience (Myungsook & Yonghwi, 2009).  Thus 
far overlooked through most studies is the differentiation between network carriers and low-cost 
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carriers, which has profound implications in the quest for increased loyalty and market share 
(Chacon & Mason, 2011). 
 
Methodology 
For the purposes of this study, it was of prime importance to survey the widest 
demographic sampling possible.  The national adult internet-using demographic of the United 
States was utilized as the population from which the sample was drawn.  The utilization of a 
much wider group of individuals accounted for the differences that are outlined in the hypothesis 
of this study and attempted to allow the isolation of results from “frequent flyers” and “non-
frequent flyers,” and the associated comparisons.  To further equalize the data collected, the 
results were tabulated in a weighted format.  The weighting system used was based upon age, 
gender, and geographic location.  Data was collected from the 2010 Census data, available at the 
official government website of the United States Census (www.census.gov). 
The surveys were distributed in a two-fold manner.  First, a Qualtrics survey was 
generated and distributed through social media (Facebook, Twitter, and Google Plus).  This 
survey (Appendix A) consists of a variety of questions meant to simulate the results that would 
be observed from the APS being distributed to this wider audience.  To compliment this survey 
and also to reach an even wider range of socio-economic backgrounds, a Google Consumer 
Surveys “micro-survey” was also launched, asking questions meant to produce the same general 
results (Appendix B).  The benefits of this method are a much higher response rate than general 
surveys and a vastly wider population from which to draw results and inferences.  One drawback 
of using this method, however, is that since each survey consists of only one or two questions, 
trends and relationships between responses cannot be easily established.  These relationships and 
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trends may not be necessary to observe, however, and the usability of such data was considered 
during the data processing phase of the experiment and will be outlined in that section of this 
work. 
Results derived from the data collected are not intended to be directly conflicting with 
either the AQR or APS.  The supplementary information collected does appear to indicate that 
there is a significant difference between the airline preferences and the identified satisfiers and 
dis-satisfiers, of frequent and infrequent flyers.  Such differences can be utilized in an effort to 
reconcile some of the differences between the published results of the AQR and the APS.  In 
being able to identify the source of the differences between the studies, collected data for the 
APS could then be tabulated and weighted in order to reflect properly the whole United States 
population, the pool from which the data used in the AQR is observing. 
The Google Consumer Survey actively ran from January 11, 2013 until January 14, 2013 
and provided 5,042 unique answers, to which the Survey engine automatically attached 
demographic inferences.  The Qualtrics survey provided a maximum of 197 responses to the 




Data collected through the Qualtrics survey yielded results based off five particular 
questions from the Airline Passenger Survey.  The questions selected focused on the participant’s 
frequency of flights, his or her most-preferred airline, a rating of the individual’s recent travel 
experience, his or her most important factor in selecting a ticket, and the user’s perception of the 
most passenger-friendly airline.  Full results appear in Appendix C of this document.  Key 
indictors from this report include the following: 
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• Thirteen percent of respondents reported flying an average of zero times per year, with an 
additional 3% reporting having never flown on a U.S. airline in the U.S..  Fifty-seven 
percent of respondents reported flying an average of one to five times per year. 
• Thirty-three percent of survey takers reported their most-preferred airline to be Southwest 
Airlines, with 23% selecting Delta Air Lines as their carrier of choice.  United Airlines 
trailed Delta by 11%, garnering only 12% of responses. 
• Four percent of respondents reported a “Miserable” or “Unsatisfactory” experience on 
their most recent flight, with 58% evaluating their experience as “Satisfactory.” 
• The most important factors in selecting a flight are, in order, arriving on time (38%), 
baggage arriving with the passenger (34%), customer service (21%), and not being 
denied boarding (7%). 
• Southwest Airlines received 48% of passenger responses for the “most passenger-friendly 
airline” category, followed by Delta Air Lines at 15%.  
The Google Consumer Survey produced nearly 25 times more responses than the 
Qualtrics survey, with approximately 5,000 unique respondents.  Each respondent was only able 
to view and/or respond to one question at a time, but this methodology produced a response rate 
of between 86.9% and 96.1% for each question.  Google performed an automatic demographic 
inference for each respondent, allowing for detailed correlation between information such as 
gender, age, geographic location, urban density of the respondent’s location, and the inferred 
income of the individual.  The survey software also enabled a weighting of each response against 
the U.S. Census Bureau’s data, thereby correcting an inherent bias of collecting data in an 
internet-based format and creating data that is more clearly applicable to the full United States 
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population.  A full summary of results appears in Appendix D of this document.  Key indicators 
from this report are as follows: 
• Nearly 48% of survey-takers indicated that they fly an average of zero times annually.  
Approximately 20% indicated flying only once per year was their norm, and only 6.2% 
recorded their response as flying nine or more times per annum. 
• Though results directly indicate that just 12% of respondents prefer Southwest, adjusting 
the data to remove “Other Airline” (rationale provided in the “Discussion” section of this 
paper) indicate that 25.9% prefer to fly on Southwest Airlines.  American Airlines had 
the second-highest response rate, with an adjusted 18.3%. 
• A combined 23.8% of takers indicated a less-than-satisfactory recent flight experience 
and just 12.1% indicated a better-than-satisfactory impression. 
• Baggage arriving with the passenger and arriving on time were the two most important 
factors for survey takers, with 33.2% and 32.8% of responses, respectively.  Customer 
service accounted for 25% of the responses and not being denied boarding was chosen by 
the remaining 9.1%. 
• An adjusted 30.9% of respondents elected Southwest Airlines as the airline viewed as 
most passenger friendly 
 
Discussion 
Truly, the most telling results gained from these surveys – including the Purdue 
University-run Airline Passenger Survey – is that as the targeted survey demographic is changed, 
results vary widely between each survey.  The Google Consumer Survey scrutinized the most 
wide-ranging and demographically diverse population, with over 5,000 responses recorded in 
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just two days from the entire U.S. internet-using population.  The most highly focused group 
(concerning flight frequency and habits) is that of the Airline Passenger Survey, as it only caters 
to those passengers who self-define as “frequent flyers.”  The Qualtrics survey provided an 
entirely different demographic from the other two response-gathering tools, but provided a link 
between the survey format and style of the APS, the specific targeted questions of the GSC, and 
the different demographics targeted through the use of social media outlets. 
Given the widest scope, smallest margin for error, and most focused demographic 
analysis tools presented within the Google survey, many strong correlations between the 
response and associated individual’s demographic niche appeared.  Much discussion can be led 
by the use of this tool as a benchmark against the other two surveys (the APS and the Qualtrics 
survey). 
Whereas the APS showed no respondents flying less than one time per year on average 
and the Qualtrics survey indicated that just 13% of respondents fell into this category, the GCS 
reported that 47.7% of respondents could be identified by this statistic.  Age and geographic 
region both showed correlation in this regard, with those under the age of 24 responding with an 
average of 0.8 flights per year and the other age ranges flying an average of 1.3 times per year.  
Urban dwellers also showed a higher rate of flying (especially in the U.S. Midwest), where the 
urban population reported an average of 1.4 flights per year and the suburban population 
indicating 0.9 flights. 
A marginal correlation in most-preferred airline appears visually between the respondents 
of all three surveys, although the average margins between each airline decrease as the 
demographic pool becomes smaller.  Having the smallest demographic pool from which to draw 
responses, the Airline Passenger Survey showed a maximum variation between airlines as just 
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five percent, but the Google survey showed the same variation (that which exists between 
Southwest Airlines and Delta Air Lines) to be 9.3%.  Delta and United Airlines appeared in a 
virtual tie in the APS data, the GCS indicated a 1.3% spread, and the Qualtrics survey showed an 
11% difference between the preferences for those two airlines. 
Comparing the results of the Google Consumer Survey with those of the 2013 Airline 
Quality Rating (Bowen & Headley, 2013) yields a significant pitfall that may lend itself to a 
discovery of the reason that the Airline Passenger Survey and AQR produce significantly 
different results.  The AQR weights the top concerns, in order, as on-time arrivals, denied 
boarding, mishandled baggage, and customer complaints.  The data collected through the GCS, 
however, indicate that a more appropriate order should be mishandled baggage, arriving on time, 
customer service (complaints), and no denied boarding.  The implications of such a 
misweighting could assist in explaining the discrepancy between the statistically-driven AQR 
and the response-generated APS. 
By calculating the sum of the AQR values and then assigning an appropriate percentage 
of that sum to each of the categories reported by the GCS, a fair re-weighting system was easily 
implemented.  Upon re-weighting the factors under scrutiny within the AQR, the results are as 
follows (Table 1): 
	   
Table 1 – Comparison of rankings from AQR, Re-weighted AQR, APS, and 
GCS 
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The headings for the above table are the differences between: 
• AQR Difference – standard and re-weighted AQR rankings 
• Std AQR-APS – rankings of the standard AQR and the APS 
• Rwtd AQR-APS – rankings of the reweighted AQR and the APS 
• Std AQR-GCS – rankings of the standard AQR and the GCS 
• Rwtd AQR-GCS – rankings of the reweighted AQR and GCS 
As is easily observed, the re-weighting of the results from the AQR do lend to a closer 
standard deviation in the differences between scores of the AQR and both the GCS and the APS.  
The results are still widely different between the measures, however, and the margins of 
improvement of the standard deviation are marginal at best.  Further consideration is likely 
necessary to align more closely the results of the survey-based and the statistics-based surveys. 
The GCS and the Qualtrics survey were nearly identical in results as they pertained to the 
most important factors considered when a consumer makes a ticket purchase.  “Arriving on 
Time” and “Bags Arriving with Me” were within a margin of 4% to one another in both surveys.  
The APS did not provide specific data on this field, though removing its top two concerns 
(“Arriving on Time” and “Customer Service”) reveal that just 32% of responses were left to 
allocate between “No Denied Boarding” and “Bags Arriving with Me.”  Most significant of any 
differences thus far, however, is the fact that “Customer Service” was selected 21% of the time 
for the Qualtrics survey and 25% of the time for the Google Consumer Survey, but was the 
leading category for the Airline Passenger Survey with 36% of the respondents selecting this 
option.  Frequent flyers, so it seems from this, are more apt to base their decisions on customer 
service than are those individuals who fly on U.S. airlines on a less-frequent basis. 
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For all respondents in each survey, Southwest Airlines ranked highest as the “most 
passenger-friendly” carrier present in the surveys.  The overwhelmingly younger demographic 
(76% of respondents were under 25 years of age) of the Qualtrics survey chose Southwest more 
frequently, with 48% selecting Southwest as their top pick.  The Google Consumer Survey and 
the APS were similar in the rate of respondents choosing Southwest Airlines, with 30.9% and 
35% choosing the airline, respectively. 
 
Recommendations and Conclusions 
Implications of this study and subsequent publication of results have the potential of 
being fairly profound for airlines and the research community.  The results can directly impact 
the usability, reliability, applicability, and the general acceptance of the results of the AQR and 
APS by providing rationale behind the observable differences in results.  Airlines ranked highly 
according to the APS but not highly according to the AQR may simply cater to a different 
demographic and audience, thereby causing results of frequent flyers to not be as indicative as 
previously thought. 
Limitations of this study are largely isolated to the methods of collecting data.  The 
surveys both being internet-based leave a fairly significant margin of error (though less than the 
creation of an online survey administered to only frequent flyers) and also may ignore other key 
demographic segments, such as low-income, elderly, non-technical, or socially isolated 
individuals.  Given the proposed comparison of the results gathered through this study and the 
results gathered through past studies (largely on-line), the results will still be highly applicable to 
the hypothesis at hand. 
Overall, it is statistically fair to say that the demographic limitations of the Airline 
Passenger Survey and the study-generated Qualtrics survey provided much different results than 
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did the wide-ranging Google Consumer Survey.  The age of respondents had a clear sway on the 
outsider’s perception of an airline (the example being Southwest Airlines in the Qualtrics 
survey).  The region in which an individual lives has less of an impact than does the urbanicity of 
the individual’s domicile, with more urban individuals being more likely to fly more often.  The 
most striking result of this study, however, is that of the link between the importance of 
satisfactory customer service and the average frequency of one’s flights.  The more frequently a 
passenger flies, the higher level of importance is placed upon the appropriateness of the customer 
service that the flyer receives.  The implications of this fact to airlines is far-reaching and very 
impactful, as any lapse in customer service can have a profound impact of future choices of those 
airline customers who fly most frequently.
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Appendix A – Qualtrics Survey 
You are about to take an anonymous survey.  This survey should take you no more than five minutes and you are free to discontinue the 
completion of this study at any time.  The risks of taking this survey are minimal and are no greater than performing any other everyday activity.  
There are no direct benefits to you, including compensation, for the completion of this study.  Indirect benefits of completing this study may 
include assisting in contributions to the improvement of the perceived quality of the travel experience in the airline industry.  A copy of the final 
study will be provided upon request.  If interested, please contact Jason Mlady at jmlady@purdue.edu.     
The results of this study may be reviewed by the Purdue University Department of Aviation Technology and other Purdue departments 
responsible for regulatory and research oversight.  No personally identifying information will be collected or attached to the results of this 
project.  You do not have to participate in this study.  If you agree to participate, you may withdraw at anytime from the survey without penalty.  
If you have any questions about these policies, you may contact Jason Mlady (jmlady@purdue.edu) or Professor John Young (jpy@purdue.edu).  
If you have concerns pertaining to the treatment of research participants, please contact the Purdue Institutional Review Board, Ernest C. Young 
Hall, Room 1032, 155 S Grant Street, West Lafayette, IN 47907, by calling 765-494-5942 or emailing irb@purdue.edu.      
Documentation of Informed Consent   
By continuing the survey by clicking the button below, I acknowledge:   
I have had the opportunity to read this consent form and have the research study explained.  I have had the opportunity to ask questions 
about the research project and my questions have been answered.  I am prepared to participate in the research project described above.  
I am 18 years of age or older. 
 
Q1 How many flights do you normally take per year, on average, on a U.S. airline within the United States? 
 0 (1) 
 1 to 5 (2) 
 6 to 10 (3) 
 11 to 15 (4) 
 16 to 20 (5) 
 21 or more (6) 
 I have never flown on a U.S. airline within the United States (7) 
If I have never flown on a U.S. ... Is Selected, Then Skip To End of Block 
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Q2 Which airline do you most prefer to fly within the United States? 
 Southwest (1) 
 Delta (2) 
 United (3) 
 American (4) 
 JetBlue (5) 
 U.S. Airways (6) 
 Frontier (7) 
 AirTran (8) 
 Alaska (9) 
 Hawaiian (10) 
 (Other Airline) (11) 
Q3 How would you rate the on-board travel experience of your most recent flight within the United States? 
 Miserable (1) 
 Unsatisfactory (2) 
 Satisfactory (3) 
 Excellent (4) 
 Delightful (5) 
 
Q4 Which of ONLY the following do you consider as MOST important when considering your next airline ticket purchase for a U.S. carrier? 
 Arriving on Time (1) 
 No Denied Boarding (2) 
 Bags Arriving with Me (3) 
 Customer Service (4) 
 
Q5 Which U.S. airline do you think is most passenger-friendly? 
 Southwest (1) 
 Delta (2) 
 United (3) 
 American (4) 
 JetBlue (5) 
 U.S. Airways (6) 
 Frontier (7) 
 AirTran (8) 
 Alaska (9) 
 Hawaiian (10) 
 (Other Airline) (11) 
 
Gender: 
 Male (1) 
 Female (2) 
 Other or Prefer Not to Answer (3) 
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Age: 
 Under 25 years (1) 
 25-34 years (2) 
 35-44 years (3) 
 45-54 years (4) 
 55 years or Older (5) 
 
Please provide any comments or feedback you may have on this survey. 
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Appendix B – Google Consumer Survey 
How many flights do you normally take per year, on average, on a U.S. airline within the United States? 
 (Numeric response entry, to be grouped in the same segments as the Qualtrics survey) 
Which U.S. airline do you most prefer to fly within the United States? 
 Southwest (1) 
 Delta (2) 
 United (3) 
 American (4) 
 JetBlue (5) 
 U.S. Airways (6) 
 Frontier (7) 
 AirTran (8) 
 Alaska (9) 
 Hawaiian (10) 
 (Other Airline) (11) 
 
How would you rate the on-board travel experience of your most recent flight within the United States? 
 Miserable (1) 
 Unsatisfactory (2) 
 Satisfactory (3) 
 Excellent (4) 
 Delightful (5) 
 
Which of ONLY the following do you consider as MOST important when considering your next airline ticket purchase for a U.S. carrier? 
 Arriving on Time (1) 
 No Denied Boarding (2) 
 Bags Arriving with Me (3) 
 Customer Service (4) 
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Which U.S. airline do you think is most passenger-friendly? 
 Southwest (1) 
 Delta (2) 
 United (3) 
 American (4) 
 JetBlue (5) 
 U.S. Airways (6) 
 Frontier (7) 
 AirTran (8) 
 Alaska (9) 
 Hawaiian (10) 
 (Other Airline) (11) 
(Demographic data are automatically generated by Google and tabulated against the United 
States Census information) 
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Appendix C – Qualtrics Survey Results 
My	  Report	  
Last	  Modified:	  02/20/2013	  
1.	  	  How	  many	  flights	  do	  you	  normally	  take	  per	  year,	  on	  average,	  on	  a	  U.S.	  airline	  within	  the	  United	  
States?	  
	  
Statistic	   Value	  
Min	  Value	   1	  
Max	  Value	   7	  
Mean	   2.44	  
Variance	   1.53	  
Standard	  Deviation	   1.24	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2.	  	  Which	  airline	  do	  you	  most	  prefer	  to	  fly	  within	  the	  United	  States?	  
	  
Statistic	   Value	  
Min	  Value	   1	  
Max	  Value	   11	  
Mean	   3.31	  
Variance	   7.84	  
Standard	  Deviation	   2.80	  
Total	  Responses	   156	  
	  
3.	  	  How	  would	  you	  rate	  the	  on-­‐board	  travel	  experience	  of	  your	  most	  recent	  flight	  within	  the	  United	  
States?	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Min	  Value	   1	  
Max	  Value	   5	  
Mean	   3.38	  
Variance	   0.50	  
Standard	  Deviation	   0.71	  
Total	  Responses	   175	  
	  
4.	  	  Which	  of	  ONLY	  the	  following	  do	  you	  consider	  as	  MOST	  important	  when	  considering	  your	  next	  
airline	  ticket	  purchase	  for	  a	  U.S.	  carrier?	  
	  
Statistic	   Value	  
Min	  Value	   1	  
Max	  Value	   4	  
Mean	   2.39	  
Variance	   1.42	  
Standard	  Deviation	   1.19	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5.	  	  Which	  U.S.	  airline	  do	  you	  think	  is	  most	  passenger-­‐friendly?	  
	  
Statistic	   Value	  
Min	  Value	   1	  
Max	  Value	   11	  
Mean	   3.08	  
Variance	   8.98	  
Standard	  Deviation	   3.00	  
Total	  Responses	   162	  
	  
6.	  	  Gender:	  
#	   Answer	   	  	   	   Response	   %	  
1	   Male	   	   	  	   92	   52%	  
2	   Female	   	   	   	   85	   48%	  
3	  
Other	  or	  Prefer	  Not	  to	  
Answer	  
	  	   	   1	   1%	  
	   Total	   	   178	   100%	  
	  
Statistic	   Value	  
Min	  Value	   1	  
Max	  Value	   3	  
Mean	   1.49	  
Variance	   0.26	  
Standard	  Deviation	   0.51	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7.	  	  Age:	  
#	   Answer	   	  	   	   Response	   %	  
1	   Under	  25	  years	   	   	  	   136	   76%	  
2	   25-­‐34	  years	   	   	   	   21	   12%	  
3	   35-­‐44	  years	   	   	   	   8	   4%	  
4	   45-­‐54	  years	   	   	   	   11	   6%	  
5	   55	  years	  or	  Older	   	   	   	   2	   1%	  
	   Total	   	   178	   100%	  
	  
Statistic	   Value	  
Min	  Value	   1	  
Max	  Value	   5	  
Mean	   1.44	  
Variance	   0.85	  
Standard	  Deviation	   0.92	  
Total	  Responses	   178	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Appendix D – Google Consumer Survey Results 
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